The principal objective of the work is to confirm the effects of perceived interactivity, trust, and emotion on intentions to use IPTV service. The empirical investigation into IPTV service users suggests that (i) the perception of interactivity should be directly related with trust, (ii) Users' trust should bolster users' emotion in a positive or negative aspect, and (iii) such emotion is verified to affect the intention to use IPTV continuously.
Ⅰ. Introduction
TV industry is under a paradigm shift. We are currently facing a new generation of 'doing' over IPTV (Internet Protocol Television) rather than 'watching' a TV. There are more than 4.5 million subscribers in three firms that provide IPTV in Korea; and the scale of this service is increasing considerably. IPTV is a relatively new concept in television, which employs Internet protocols to provide real-time broadcasting, multi-media contents and two-way services. IPTV is capable of two-way services including VOD (Video on Demand), games, finance, and shopping.
Moreover, IPTV is branching out toward internet-only services such as widget services. 1) Such capabilities permit IPTV to be used as a medium that enables interactivity via Computer Mediated Communications, deploying the combination of network devices and TV including commerce, SMS (Short Message Service), chatting, and e-mail [Quico, 2003] . These functions require user participation, and clear usage intention. Therefore, it is important to conduct research into the manner in which interactivity enhanced by IPTV protocols influences usage intention and its related variables.
In regard to its functional aspects, IPTV provides a more diverse menu of features than TV previously. Additionally, Shin [2007] stated in a prior study that: 'If former TV used a pushmechanism, IPTV is based on a pull-mechanism due to the fact that IPTV induces user participation."
Recently, a series of research studies into interactivity as the principal influence on IT media 1) Widgets are small applications that hold specific content, and are widely regarded as a service that enables users to readily access and use information.
were conducted [Rafaeli, 1988; Steuer 1992 
Research Model
The principal objective of this study is to measure the effects of perceived interactivity in order to examine the impact of perceived inter- Previous research into interactivity has been largely concentrated on the process of information exchange [Rafaeli, 1988 [Rafaeli, , 1990 Rafaeli and LaRose, 1993; Zack, 1993] , as well as on specific chat rooms or search engine response features that serve to enhance interactivity [Ha and James, 1998 ].
However, Newhagen et al. [1995] has elevated the research concept to a combinational perspective that includes perceptions. From this perspective, interactivity can be classified into process, feature, perception, and combination [McMillan and Hwang, 2002] . Wu [2005] distinguished interactivity into two distinct categories: actual interactivity (based on objective perception) and perceived interactivity (which is perceived from a subjective perspective). Practically speaking, the level of interactivity can be determined in accordance with the users' perceptions [Williams et al., 1988] . Therefore, perceived interactivity plays a crucial role in specifying the effects of actual interactivity to participants [Wu, 2005] . Reeves and Nass [1996] argued that 'perception is more effective than objective facts,' arguing for the relevance of perception. Lee [2005] , who activated research into perceived interactivity, claimed that 'interactivity is not measured by the features or process analysis, but rather by the perception or experience of users. ' Schumann [2001] emphasized the perception of users by stating that perception is the user's choice to interact, which is a user feature rather than a media feature. Additionally, users with experience in logging onto a specific website must decide whether or not they will visit the website again in the future; therefore, trust is built through the accumulation of knowledge [Flavian et al., 2006] . Urban [2000] states that in order to form trust online, there must be trust in the website, trust in the in- devices, where the user is the principal point of concern rather than the interaction between devices, emotions should not be regarded as any less important than any other consideration.
Trust

Usage Intention and Experience
As Davis [1989] 
Emotions and Usage Intentions
Previous works of consumer intentions ar- Positive emotions such as favorability influence others's behaviors, and a variety of studies are currently underway to determine how emotions influence the perception of trust [Kumar, 1997] . Positive outcomes, such as interactivity, tend to strengthen trust, whereas negative outcomes tend to damage it [Anderson and Kumar, 2006] .
Until now, studies into this topic have primarily focused on negative emotions; however, DeWitt [2008] previously addressed both positive and negative emotions. Dewitt's study also revealed the huge role played by trust and mediation of emotions, by empirically researching the effects of trust and emotions on the recovery process.
Considering hypotheses 1, 2, 3, 4, and 5, hypotheses 6, 7 and 8, which are related to trust and emotion, may also be possible: The level of negative emotions, self-reinforcement, on the basis of depressing experience when failed to accomplish goals.
Intention
The level of tendency using IPTV continuously. 
Research Method and Data Collection
The targets of the study were experienced were women and 259 (54%) were men; the age distribution was categorized into three groups:
20~29 (28%), 30~39 (41%) and above 40 (30%). 
Ⅳ. Data Analysis
Reliability and Validity Analysis
PLS confirmative analysis was employed to
confirm the discriminant validity and convergent validity. AVE (Average Variance Extraction) was employed to verify the discriminant validity, which is an easier and more accurate method than comparing the Chi-square Distribution values among each construct. The verification of the confirmative analysis was compared with the AVE value and relativity value of the construct. The AVE value (grey area) was over 0.6, which indicates that it was relatively greater than the cross-loading value of the construct.
Additionally, the loading value of the distributed measured variable from the confirmative analysis was substantially greater than the other loading values [Gefen, 2002] . As a result, the individual loading value of the measurement factors was 0.7 at a minimum, thereby indicating These results lead us to conclude that a suitable level of reliability and validity were procured from the measurement tools of the research model.
Hypothesis Verification 4.2.1 Measurement Model Analysis
Prior to verification of our hypothesis of the relativity between the constructs, the work 
Experience
In order to examine how the media interactivity experience affect the relationship between interactivity and trust, we employed the formula proposed by Chin [2003] to confirm the differences between groups with advanced web experience and little web experience. In our work, experience is assumed to play a moderator role that affects the direction or strength of the relation between interactivity and trust.
The two groups were found not to be significant, as the t-value of 1.58 was smaller than 1.96, in accordance with the formula. As the result of our comparison of the high-experience and low experience groups' trust, the degree of significance at p < 0.05 (t-value > 1.96) showed no detectable differences. Hypothesis 1-1, that the interactivity with perceived experience can control the effects on trust, was not supported by our results. 
Hypothesis Results
Ⅴ. Conclusions and Implications
Conclusions
The principal objective of the work was to confirm the effects of perceived interactivity, trust, and emotion on intentions to use IPTV service. In service of this objective, we empirically researched the effects of individual features such as trust and emotions in perceived interactivity on users' intentions. As a consequence, the relations between perceived interactivity and trust, trust and emotions, and trust and user intentions were all as anticipated; therefore, the stated hypotheses were supported. Trust was affected as perceived interactivity was high and a positive relation appeared when trust was high; however, a negative relation was observed in terms of emotions as trust was low. The results of our empirical research demonstrated that positive and negative emotions influenced user intentions positively and negatively. Moreover, the relation between perceived interactivity and emotions was mediated by trust, and the relation between trust and perceived interactivity was mediated by emotions.
The results of our research clearly show that the trust and emotion of users should be considered from the MIS perspective in order to build consumer intentions to use the product. Additionally, viewed from the executive perspective, cost-effectiveness should be regarded as a factor to enhance positive emotions, thus improving user's intentions to retain and continue to use IPTV. 
Theoretical Implications
Managerial Implications
In the executive perspective, this work can 
Future Works and Limitations
Positive results in trust and emotion were drawn during the process of empirical research on the direct and indirect effects of high interactivity on user intentions in the perceived interactivity perspective. However, there are several tasks for future research. First, the research objective was accomplished via empirical research but, the research subject was limited in using the IPTV service hence, external validity or generalizability aspects were not confirmed.
Therefore, comparing the research results and applying them in diverse IT services such as the mobile research model is required to confirm external validity.
Second, additional research on uncertainty which is another research topic for trust is required to describe the relation in depth between perceived interactivity and trust. This is because the leverage from perceived interactivity can be diminished as the uncertainty elevates.
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